Purpose: This paper presents an analysis of media representations of business ethics within 62 international newspapers to explore the longitudinal and contextual evolution of business ethics and associated terminology. Levels of coverage and contextual analysis of the content of the articles are used as surrogate measures of the penetration of business ethics concepts into society. Design/Methodology/Approach: A text mining application based on two samples of data: analysis of 62 international newspapers from 1990-2008; analysis of the content of two samples of articles containing the term business ethics (comprising of 100 newspaper articles spread over an 18-year period from a sample of US and UK newspapers). Findings: The paper demonstrates increased coverage of sustainability topics within the media over the last 18 years associated with events such as the Rio Summit. Whilst some peaks are seen associated with business ethics scandals, the overall coverage remains at a steady state. There is little apparent use in the media on concepts such as corporate citizenship. The academic community and company ethical codes appear to adopt a wider definition of business ethics more akin to those associated with sustainability, in comparison with the focus taken by the media especially in the US. Coverage demonstrates clear regional bias and contextual analysis of the content of the articles in the UK and US also shows interesting parallels and divergences in the contextual representation of business ethics in the media.
Introduction
This special edition challenges researchers to consider business ethics from a longitudinal and evolutionary perspective and to give attention to the durability of ethical values and principles in society at large. This paper presents an analysis of the representation of business ethics within the media as a mechanism to track this evolution over time and within different regional contexts. News reports are an important source of information about society and the textual analysis of these allows the measurement of the importance of key events and concepts (Montes-y-Gomez et al., 2001 ).
Business ethics is described as part of a 'veritable explosion of concepts that aim to explain what the proper role of business in society should be' that includes terms such as corporate citizenship, corporate social responsibility, and sustainable development (Preuss, 2008) . This explosion of terminology is a result of the widening remit of business studies to include social and environmental dimensions alongside the traditional economic concerns. This paper examines the framing of business ethics over time and in specific contexts as represented by media coverage, as surrogate measure of the penetration of business ethics concepts into society. The specific research objectives are: -to explore a longitudinal analysis of the relationship between the use of the term business ethics in society and associated concepts such as corporate accountability and citizenship; -examine the coverage of business ethics from different regional perspectives; and -analyse the content of business ethics reporting within a US and UK context. The paper begins by presenting an overview of the historical evolution of business ethics, before considering the role of media coverage in both shaping and representing public opinion and societal norms. An overview of the methodological framework used in this paper is then presented. The paper then examines the findings from the contextual analysis by using two sample sets: -textual analysis of the frequencies of business ethics and associated terms within a sample of 62 newspapers from around the world over an 18 year period; and -content analysis of the text of 2 samples (US/UK) of 200 articles on business ethics.
The historical evolution of business ethics
De George (1987, p.201) argues that the 'history of ethics in business is a long one, going back to the beginning of business'. Early examples include the 1803 code of conduct written by the British medical establishment (Knouse et al., 2007) . However, whilst the history of ethics in business is well established, its emergence as an academic discipline is more recent, citing 1985 as a point in history when business ethics 'had become an academic discipline albeit in the process of definition ' (De George, 1987, p.203) .
Ethical codes for business appear to be influenced by the prevailing ideology of the time (De Knouse et al, 2007) . In the early 20 th Century this business ideology emphasised religious values in the treatment of employees and directing their conduct in the work environment and private life. Examples include Henry Ford ensuring employees complied with his code of conduct based on his personal religious beliefs and JC Penney's partners pledging honesty, integrity, and moral leadership, which formed a basis of their first ethical code of conduct published in 1913 (Knouse et al., 2007) . By the 1950's and 60's attention had shifted away from influencing the morals of employees and welfare responsibilities, towards managing the risks associated with occupational health and safety.
By the early 1960's an increasingly legislative climate sought to control the impact of business on society and the environment (Knouse et al. 2007) . DesJardins (2007) argues that there are the three spheres of human existence: economics, ecology, and ethics and argues that the integration of these 'must be a part of any legitimate attempt to address the profound challenges of the 21 st Century'. This emergence of a 'triple bottom line' approach to the operation of business and the constraints that the ecological environment might place on business is one that has been steadily gaining ground. The warning was posed by Silent Spring (Carson et al., 1962) of the danger that the pesticide industry might pose to natural ecosystems opened the door to those voices that were beginning to question the prevailing paradigm of unrestrained economic growth and the legacy of environmental damage.
The heated debates around the veracity of the claims made in Silent Spring were played out in the media and were an early example of the influence of the media in shaping public response to an environmental or social issue and the resultant impact on the corporate and policy arena. In the late 197o's the media also presented wide-ranging coverage of the discovery of buried toxic waste under houses and a school in the Love Canal area in the USA, which led to the eventual creation of Superfund. A thirty-year high profile battle between Occidental Petroleum and the residents of Love Canal is detailed by Gibb (1998) , with the US EPA successfully suing for $129 million in restitution in 1995.
The implication of failure of safety procedures to local communities was emphatically demonstrated by the massive death toll from the chemical disaster at Bhopal disaster of 1984 described by Piasecki (1994, p.24) as the 'environmental equivalent of Pearl Harbor'. This disaster motivated many of the high-risk companies to set procedures into place to manage and mitigate the risks of their manufacturing operations. It was also a clear demonstration of the power of the media to inform society of business failures. At the turn of the century other kinds of business failures were making the headlines -tales of widespread financial mismanagement and corporate fraud at Enron, Tyco, WorldCom, and Adelphia that led to the enactment of the US Sarbanes-Oxley Act of 2002 and greater scrutiny of the financial management of companies.
The Ethics Resources Center (2008) charts this evolution of business ethics from the 1960's onwards as illustrated in table 1. It is clear that business ethics now embraces a wide range of aspects ranging from working conditions, corruption, and fraud through to environmental and social responsibility. ' (Wal-Mart, 2008 ).
This statement also demonstrates another facet of the widening concept of business ethics. Whereas the early history of ethical business conduct focused on employees and their behaviour, the scope has now widened to use ethical codes of conduct to address the interaction between a business, employees, local community, and their supplier network. The impact of the world largest companies in shaping values and disseminating their ethical codes is potentially vast. The Fortune 500's top 15 companies generate a revenue of $4.2 trillion, the equivalent of 7.7% of the world's GDP surpassing every county in the world except the US (13.8 trillion) and Japan (4.4 trillion), they directly employ 4.27 million people and indirectly affect many millions more through their economic multiplier effect (Fortune, 2008 ).
An analysis of 150 years of US company codes of business ethics concluding that such codes 'directly reflect the values prevailing in business at that time' and note the influence of societal values (Knouse et al., 2007, p. 104) . Such societal values are made up of individual belief systems, which are an ideological product of individual experiences and culture (Corbett 2006, p.12) , constrained by moral and legal boundaries. Values, beliefs, attitudes, and behaviours combine to produce a set of societal norms. The social norms for how a business should operate are influenced by internal factors such founder ideals (Ogbonna and Harris, 2001) but are more commonly a reflection of the prevailing societal climate. 'Public concern' is identified as one of three key external drivers that influences the extent and nature of corporate environmental behaviour, alongside regulation and competitive forces (Banerjee et al., 2003) . The content and intensity of public opinion has been identified by Vogel (1993) as a crucial factor influencing the development of national environmental policies in the United States. The widespread emergence of concern over the impact of climate change is clearly linked to high levels of publicity surrounding the publication of 'An Inconvenient Truth' in 2006, which built on a large pre-history of awareness building by activists and within the policy agenda.
Some of the major events that may have influenced the coverage of business ethics and sustainability are detailed in table 2. Montes-y- Gomez et al. (2001) argue that examining coverage of events such as these can provide information of general societal trends and associations. The role of media coverage in shaping public opinion and societal norms Norris (2001) states that within a representative democratic society the media serves three key functions: as a civic forum; a mobilizing agent for change/action; and as a watchdog overseeing behaviour. The role the media plays in public agenda-setting includes passively transmitting 'public opinion', or actively shaping the public agenda (for example Lewis, 2000; and Valenti, 2003) . Thus an analysis of media coverage in a given societal context provides insights into the level of public 'promotion' of a specific issue and allows an examination of how this has shifted contextually and longitudinally.
It should be noted that the relationship between 'public opinion' and the extent and nature of media coverage is also mediated and moderated by a number of variables. These variables include the political orientation of a newspaper, its ownership structure, and language medium. Differences between the representations of specific issues have also been noted in newspapers of different nationality. A qualitative analysis of German and Dutch newspapers demonstrated significance differences between the coverage of the same issue (Bijsmans and Altides, 2007) . Similarly, Brossard et al. (2004) found significant differences between French and US newspaper coverage of climate change-related news stories. Whilst it cannot be argued that there is a direct correlation between coverage of a specific event and change in behaviour there is no doubt that media coverage can influence the level of awareness of specific issues. This media coverage could act as a general barometer of the contextual framing of issues such as business ethics, sustainable development, corporate citizenship and accountability within society.
Methodology
The data collection can be described as a basic text mining technique (Hearst 1997 (Hearst , 1999 Manning and Schütze 2002) or knowledge discovery from textual databases (Feldman and Dagan, 1995) , and is based in the field of data mining from knowledge discovery in databases (Fayyad et al., 1996; Tan, 1999) . Text mining refers to the process of generating patterns or knowledge from unstructured or semi-structured text (Feldman and Sanger, 2007; Tan, 1999) . This study searched for specific words contained in a sample of documents (after Lent et al., 1997) .
In the first stage of the data collection a longitudinal analysis of the coverage of business ethics related concepts was explored, through a text mining application covering the period January 1990 -July 2008. A sample of 62 national newspapers from 21 countries was used (222 months), restricted to those published in the English language to prevent errors from translation of terms affecting the data collection.
When newspapers were not accessible through the databases over the full period of analysis, they were included into the sample from the first full month they became available. Selection criteria included circulation, area of circulation and, if possible, private ownership. In terms of area of circulation, we aimed for newspapers that were not predominantly local or regional in scope and therefore at least to a certain extent reflected their national public agendas, respectively.
The selection process aimed to create a sample that was as geographically diverse as possible, especially concerning non-OECD countries but availability from these regions was restricted (table 3) . In some cases such as Russia, Japan, China (Hong Kong) or South Africa, the analysis was restricted to national newspapers that published in the English language. In the first stage the results of the data mining process were converted into frequency tables and a base unit of analysis, the monthly average number of hits (articles containing the search term) per newspaper issue, was calculated. This allows for comparison of different newspapers, as it takes into account that some newspapers are released daily, whereas others are only released on weekdays. Therefore a sample frequency of 0.1 for 'business ethics' represented a probability of 10% for that month that any newspaper bought would have at least one article that mentioned the term 'business ethics' within it.
    There were minor issues regarding the accuracy and comparability of search terms: as the term 'sustainability' carries a broader meaning than e.g. 'corporate citizenship', which has in turn implications for the total level of word frequencies. However, the longitudinal analysis carried out in this study allows for the identification of long-term trends and regional deviations, which are not affected by these characteristics of the search terms used. Furthermore, irregularities in the search reports (such as misspelling of terms or the title of a publication, or changes in date format) led to slight errors in data transformation. An error of 1% was tolerated; larger errors were corrected through reiterative adjustment of the text-mining tool.
Another issue was the incremental increase of newspapers included into the analysis due to improved data availability in the latter stages of the period under review. For example, the majority of South African newspapers were only included in the analysis as of July 2006. However, we decided to include these newspapers as of the date they became available in order to increase regional diversity of the sample. Finally, a factor that may have influenced the results is syndication. However, it is argued that due to the sample size and regional diversity the impact of syndication remains limited.
The second stage of the data collection used the sample of US and UK newspapers, over the 18 year period, where the actual articles that contained the phrase 'business ethics' were identified (approximately 1000 in each sample). These samples were designed to capture the 'background' noise of business ethics publications (i.e. how business ethics has generally been contextualised between 1990 and 2008) rather than examine specific peaks in coverage. The text analysis tool Textanz 1 was used to perform term counts on news corpora. From a list of chronologically sorted articles, each fifth article was downloaded as full-text document and compiled to a plain text file for each country containing 200 articles. News items from different sources were aggregated in different plain text files, according to the specific analysis to be performed. The Textanz tool was then used, with its default settings, to produce simple counts of the occurrences all (possibly compound) terms from the text files. All terms that occurred at least 10 times in either one of the two samples were screened, and all terms of interest in the context of a contextualisation of business ethics were then identified. Their corresponding counts (number of 'occurrences') were used for the subsequent analysis.
Crude counting of the occurrences of relevant terms in a corpus of news items can be a good indication of the coverage dedicated to a given topic over time and space. It is easy to perform and does not require complex tools. In order to account for differences in the distribution of terms over time, a weighting factor is introduced that compares the distribution in the sample to a standard uniform distribution. As the focus of the analysis rests on the general contextualisation of business ethics over time, more weight should be assigned to ten occurrences of a given term in 5 different news items in a certain time period than to ten occurrences of the same term in a single news item over another time period of the same length. The above-mentioned limitations regarding specific characteristics of terms analysed as well as general limitations to the analysis of newspaper articles also apply for this second stage of the analysis.
Longitudinal analysis of business ethics and associated terms
The literature suggests an evolution of business ethics from a narrowly focused topic within the business arena towards a more holistic view of corporate responsibility that includes the three pillars of sustainability -the triple bottom line of economic, environmental, and social. This is certainly borne out by the content of many of the Fortune 500 ethical business codes of conduct as discussed earlier. Figure  1 explores the usage of the term business ethics and associated concepts within the media, across the total sample of 62 newspapers from around the world. In other words at any point in time less than 6 newspapers in every 100 mention business ethics per month. This trend has remained fairly constant over time. The peak in 1995 is associated with controversy around the Bodyshop, Harrods and bribery within the UK government, focussed mostly in the UK. None of these issues made an impact by themselves but formed a cluster of coverage that influenced the overall trend line. The peak in mid 2002 is related to the Enron, WorldCom, Adelphia scandals, and coverage of the Sarbanes-Oxley Act and focused mostly in the US. There is little usage of the terms corporate accountability and citizenship, suggesting that these remain largely academic terms that have failed to penetrate societal consciousness. However, one exception regarding corporate accountability is a distinct peak in 2003 as a result of the introduction of corporate accountability regulation in the US. Corporate social responsibility (CSR) is a term that reached parity with business ethics in the late 1990's. The clear peak in CSR coverage in 2003 is related to a special edition of the Observer newspaper but unlike business ethics CSR appears to be demonstrating an upward trajectory. This suggests that, within the popular media at least, business ethics might remain narrowly focussed around financial mismanagement and the term CSR encompasses the broader sustainability dimensions. This suggests an interesting avenue for future work -that explores the relationship (and intersections) between what is considered as CSR and business ethics, as interpreted by the media and content of articles), by the academic community, and within organisational codes of practice. 
Contextualising business ethics from a regional perspective
The second objective of this paper was to explore the coverage of business ethics from different regional contexts. The previous discussion focuses on a sample of (English language) newspapers from across the world and considers the total level of coverage of business ethics. Authors such as Bijsmans and Altides (2007) and Brossard et al. (2004) have noted regional differences in the coverage of the same ethical issues. Rossouw (2002) also suggests that different parts of the world consider business ethics differently, suggesting that African businesses do not consider ethics to be an integral part of what they do. Rossouw (2002) suggests a range of unethical business practices that, whilst not unique to Africa, appear to be found in African business practice such as fraud, unfair dismissal of those with HIV-AIDS, race/gender inequalities, nepotism, and neglect of safety of employees. He further states that 'one way of excusing the neglect of ethics in business is by circulating views in society that treat such unethical conduct as 'normal business'' (Rossouw, 2002, p.12) . We would argue that the media is one of the key channels through which such messages are circulated. Therefore this section of the paper explores the coverage of business ethics by region. We do not consider at this stage the actual content of the business ethics coverage, only the relative presence/absence from a regional perspective. Figure 3 details the 'smoothed' yearly averages and suggests that relative levels of coverage of business ethics display clear regional differences. On the whole coverage is greatest in Africa; however this dataset represents only between two and eight (as of July 2008) newspapers from South Africa and therefore may demonstrate some bias. Future studies should explore this region in more detail especially in light of the commentary on business ethics in Africa by Rossouw (2002) . Certain peaks are echoed by different regions -such as the 2002/3 peak associated with Enron and others, which is seen in UK, Canada, US and Australia but not really echoed in Southeast Asia or Africa. Overall coverage at this point in time was highest in the US and Canada. Whereas the peak in 1995 associated with the three UK incidents was highest in the UK and Southeast Asia (with the links to Hong Kong associated with the scandal), and minimal coverage in the US, Australia or Canada.
Overall, average trends in business ethics coverage up to mid-2008 appear to be emerging that are relatively low and in some cases getting lower. In Australia business ethics had the strongest coverage at the start of the dataset in 1990 (approximately 0.04) but this is currently trending downwards towards 0.01 in 2008. Coverage is below 0.04 for all regions in 2008 suggesting that business ethics is mostly discussed in relation to specific events rather than as a broader concept that is discussed on a regular basis. Rather than demonstrating any form of 'punctuated equilibrium' (after Romanelli and Tushman, 1994) where the event would trigger an evolution in the level of coverage to a new baseline, coverage appears to be event focussed, reaching a peak in coverage, and then returning to a static level. The aspect of punctuated equilibrium is arguably demonstrated in the trend lines associated with sustainability presented in figure 1 but not within the business ethics arena. Figure 3 suggests that some ethical business issues have great regional impacts. Future work should explore regional differences in more detail to identify the specific issues pertinent to that locale and compare these with the ethical policies of companies that operate in these regions.
In figure 4 the distribution of business ethics over time is compared with the aggregate of all the other concepts (including CSR) for the seven US newspapers included in the sample. Here we see all coverage 
Figure 4: Coverage of business ethics and aggregated concepts in USA
The disconnect between business ethics and the associated aggregate terms is even clearer in the non-US sample (55 newspapers) presented in figure 5. Here again business ethics remained the dominant theme until 2000. After 2000 the aggregate clearly trends upwards, typically remaining above 0.1 and reaching approximate highs of 0.3 and 0.6, whereas business ethics coverage remains below 0.05 in most cases with a few peaks around 0.1. Thus comparing figure 4 and 5 we suggest that there is a rise in the level of the aggregate terms (mostly comprising of the influence of CSR) but only in non-US sample. In figure 6 we explore the differences between coverage of business ethics in a UK and US sample. Up to2001 coverage of business ethics was higher in the UK than the US. After 2002 the difference between the two groups appears reduced. Interestingly the peaks associated with Enron and other financial scandals are clear but there appears to have been no lasting legacy in the levels of coverage suggesting business ethics may be dominated by issue-attention-cycles (after Downs, 1972) . There are different peaks occurring at different points in time that may be linked to regional events. This suggests that an investigation of the content of business ethics is necessary to see if there are specific differences in the focus of coverage, as explored in the next section. 
Contextual analysis of the specifics of business ethics coverage
In this section we are interested in the overall context of business ethics coverage in the UK and US sample rather than the coverage of the specific events. Therefore a selection of articles spread over the 18-year period is analysed using a textual analysis programme. For each sample, 200 chronologically sorted articles were extracted as full-text documents and compiled to a single text file. The text files were subsequently analysed with the text mining tool Textanz which provided the number of occurrences of each term as well as the standard deviation (σ) of its distribution. An initial examination of a list of terms occurring at least ten times in either of the two samples of text generated the list of key terms. The crude counts of these key terms presented in the columns 'O UK ' and 'O US ' of table 4.
O i
Number of Occurrences in sub sample W i
Weighting factor for term in sub sample O i adj Distribution-adjusted number of occurrences in sub sample dO Occurrences differential
In order to account for differences in distribution over time, a weighting factor W i for each measurement was calculated and multiplied with the term count, resulting in the adjusted term count O i adj. This weighting factor indicates the deviation of a key term's distribution over time from a standard uniform distribution, measured as the ratio of its standard deviation over the standard deviation of a standard uniform distribution:
A weighting factor of 1 indicates a perfectly equal distribution over time, whereas a weighting factor of close to zero indicates a very unequal distribution. For example, although the key term 'tobacco' appears 23 times in the UK sample and only 11 times in the US sample, the adjusted term counts are similar. This reflects a cluster of media coverage in the UK of British American Tobacco's donation to the University of Nottingham to found an international centre for business ethics in the year 2001, which resulted in a higher overall number but compensated for when adjusted values are used.
In the third step of the calculation, the occurrence differential dO is calculated, describing the similarity of the adjusted number of occurrences of a key term in the two sub samples. A value tending towards zero indicates a strong similarity between the US and UK samples in terms of their adjusted number of occurrences.
Correspondingly, the closer the factor to 1 (-1), the greater the differential between the two samples. A positive value indicates that there were a higher adjusted number of occurrences in the UK and a negative value that the adjusted number of occurrences was highest in the US sample. 
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The findings presented in table 4 suggest some preliminary themes emerging from the data analysis.  Within the coverage of the stakeholders represented in business ethics there are strong similarities between the US and UK groups in terms of government, unions, consumers, and shareholders. The US sample is more likely to consider employees/workers as stakeholders than the UK group.  The topics covered in business ethics with the UK demonstrate a strong bias towards 'social responsibility', 'environmental', and 'human rights'. This possibly points towards a broader scope of business ethics in the UK whereas there is a more limited scope in the US.  When comparing the broader topics as well as financial management it can be seen that in the US samples overall adjusted coverage is higher on crime, fraud and reputation than any of the other topics within the US sample (such as tobacco, environmental, sustainable). Whereas in the UK sample the highest adjusted coverage in rank order is crime, environmental, oil, weapons, corruption, reputation and fraud. This again supports the assertion that business ethics in the UK considers a broader range of topics, associated with sustainability and financial management, than in the US.  Within the instruments used as part of business ethics the main difference relates to the terms 'law' and 'regulation' which are mainly discussed in US context. This is not merely related to Enron -instead, we can see a very high weighting factor pointing towards an equal distribution over time. In contrast, in the UK the term count is a lot lower and occurrence of the term 'law' seems to have been triggered by the high-profile corporate scandals. This is reflected by a weighting factor of only 0.8.  There is little use of the terms accountability and transparency in the US, these are mostly used in the UK though overall coverage is also relatively low.  The more litigious environment is the US is reflected by the higher occurrence of 'laws' though both groups demonstrate high levels of coverage associated with guidelines and standards. This may demonstrate the use of voluntary codes of practice within business ethics and this is reflected more strongly within the UK group, an environment that has typically relied upon market mechanisms to control business conduct, especially when considering broader aspects of environmental management. Whereas, the narrow focus on financial mis-management in the US has been more formally regulated by specific acts of legislation.  The terms that returned results of less than 10 occurrences included HIV, Sarbanes-Oxley, child labo(u)r, working hours, bribery, (minimum) wage. The absence of these terms also indicates limited scope of business ethics coverage.
Conclusions
This paper has presented a number of important findings that reflect the contextualisation of business ethics over and time and in different regions. Business ethics as a concept has a base level of coverage within society that has not significantly increased over the last 18 years. This coverage tends to reflect coverage of financial management topics though some regions (such as the UK) may be broadening this to include topics associated with sustainability. There are clear increases in the level of coverage of sustainability topics and it may be that business ethics is being subsumed into this theme and now is known by a different nomenclature. Those events that are seen to be defining moments in business ethics, such as Enron, have an immediate impact, and perhaps policy implications, but do not make a discernable impact on the overall trends in business ethics coverage. Broader policy events such as the Earth Summits are apparently impacting societal coverage and may be demonstrating some form of punctuated equilibrium.
There are clear regional differences in the level of business ethics penetration into society as reflected by media coverage and the US/UK sample suggests that business ethics also covers very different topics regionally. Again this has major implications for businesses that operate in different parts of the world. Future research should compare the content of ethical codes of conduct of these types of firms and the content of business ethics articles in the regional newspapers to see if there are synergies between them. Companies could use the techniques identified here to identify the regional priorities that they should address when considering local/regional outreach activities.
A number of studies have examined the content of business codes within the world's major corporations (Carasco and Singh, 2003; Kaptein, 2004; Bthoux et al., 2007) . Research suggests that over 50% of the world's major corporations have a business ethics code, with the majority including aspects associated with environmental issues (Kaptein 2004; Carasco and Singh, 2003) examines the detailed content of 50 of top corporations and found 69% had some mention of environmental issues, but only 41 discussed civic and community affairs. The business codes for Soco, Wal-Mart and SSAB presented earlier all demonstrate a broad perspective on business ethics that incorporates environmental and social issues more akin to the ideas of sustainability. In contrast, the contextual analysis of the media coverage of business ethics presented here demonstrates differences between the US and UK sample, with media in the US focussing more on aspects of corporate corruption, bribery, or fraud compared to the broader UK perspective. This suggests some form of disconnect between what the media considers as the territory of business ethics and the interpretation by organisations within their codes of practices. This suggests that future research should explore this disconnect in more detail.
Future studies could also consider refining the data collection techniques. In the second part of the analysis presented in this paper, a simplified weighting factor based on the standard distribution of each term was used. Furthermore, inflected or derived forms of each key term were identified manually, and their counts aggregated. A more complex approach could be provided by information extraction (IR) tools, which may be used to perform the ranking of the individual news items on the basis of a given term (Mitkov, 2003) . The scores assigned by the tool to the documents could then be used instead of the term counts as an indication of how extensively the corresponding topic has been covered by the newspapers. IR tools such as the Lemur toolkit (Ogilvie and Callan, 2002 ) also take into account inflected and derived terms with no effort on the part of the user, thus improving the recall of relevant documents. The application of any of these tools could also facilitate the analysis of a considerably larger sample size than used in this analysis, and could also process a considerably larger number of key terms.
It is also important to note that this paper covers the period up to mid 2008, prior to the increased coverage of the global economic crisis and the accountability of the banking sector. Therefore future studies should examine the impact that the financial crisis has had on the context and coverage of business ethics in the media and public domain.
It is clear from this paper that business ethics is a concept that has a durability in society demonstrating sustained levels of coverage over the last 18 years. However it is also clear that the boundaries of what is meant by business ethics are evolving alongside the societal context in which it is framed. As focus deepens on, and societal awareness increases of, the concepts enshrined in sustainability we need to consider how this may lead to a new framing of business ethics.
